Assessing the Saturation Potential of Social Networks: A Mauritian Perspective  by Seebaluck, N.V. et al.
 Procedia - Social and Behavioral Sciences  175 ( 2015 )  193 – 200 
Available online at www.sciencedirect.com
ScienceDirect
1877-0428 © 2015 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of I-DAS- Institute for the Dissemination of Arts and Science.
doi: 10.1016/j.sbspro.2015.01.1191 
International Conference on Strategic Innovative Marketing, IC-SIM 2014, September 1-4, 2014, 
Madrid, Spain 
Assessing the Saturation potential of social networks: A Mauritian 
perspective 
 
N.V. Seebalucka,*, S.D.Lukea Bhiwajeeb, P.R. Ramseook-Munhurrunc, Y. Dabeedind 
aN. Vanessa Seebaluck, University of Technology, Mauritius 
bSoolakshna Dessai Lukea Bhiwajee, University of Technology, Mauritius  
cPrabha Ramseook-Munhurrun, University of Technology, Mauritius  
dYourajsing Dabeedin, University of Technology, Mauritius 
Abstract 
This study aimed at assessing the saturation potentials of the top five social networks that is, Facebook, Youtube, LinkedIn, 
Skype and Twitter in the Republic of Mauritius. It tried, among others, to identify the factors which have led the five listed social 
networks to avoid saturation and be the leading ones in the island. The study further attempted to examine the role of the users in 
propelling these five networks. After a thorough literature search, the descriptive research design with a quantitative approach 
was used. An online questionnaire was used to collect data among 200 respondents. Data was analyzed using SPSS 20.0 and the 
findings revealed that peer influence, communication facilities, ease of access, user friendliness, privacy and security were 
among the factors which contributed to saturation potential of the social networks used by Mauritian internet users. The study 
also revealed that saturation potentials of social networking is a very sensitive and dynamic subject matter which warrants 
research in many aspects.  
© 2015 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of I-DAS- Institute for the Dissemination of Arts and Science. 
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1. Introduction 
 
Social networks are used by people to meet new people and establish a close and firm bond with the existing 
ones in a virtual setting. The users associate themselves based on resemblances such as shared interest, views, 
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opinions, beliefs and activities and as well as sexual and racial belongings. Information and communication activities 
integrating mobile applications, blogging, twitting and photo/video sharing are key social networking activities 
(Boyd & Ellison, 2008), contributing extensively to adapt with rapid communication and information changes. 
Social Network Sites (SNS) are hence basically known to help individuals to stay connected with each other in a 
bounded virtual setting. Nowadays, in this digital age and with globalization, social network sites have become the 
mainstream communication medium, with networks such as Facebook, Twitter and LinkedIn gaining much 
supremacy, popularity and having a major impact globally (McCafferty, 2011). Their user-friendliness, accessibility, 
and fast information retrieval have added hugely to their acceptance amongst internet users (Pew Research Center, 
2010). Social network has become a key part in people’s lives and its power and influence is not negligible, given its 
impacts over internet users. However, there is definitely a limit to all online platforms as the lifecycle of social 
networks depends mostly upon the users (Falls & Deckens, 2012; eMarketer, 2012). When an online platform can no 
more innovate to provide better service to the subscribed users (Nielsen, 2011), causing them to spend lesser time or 
drop the use of that particular online platform, it is a sign of “saturation”. In other words, saturation of social 
networks is the decrease or slowing rate of growth of its usage percentage. Social network saturation is a burning 
subject among many researchers, such as the Pew Research Center, the EDUCAUSE Learning Initiative, the IEEE 
Computer Society, eMarketer and Nielsen, with the goal to determine if saturation has occurred or will occur in the 
near future.  
The importance of social network in Mauritius has increased over the years as local businesses are using this 
platform to sell, inform, obtain feedback and market their products and brands. The island’s connection to the 
submarine optical fiber route linking Europe to Asia via South Africa, and development of a National ICT Strategic 
Plan was promoted in 1998 (Ministry of Information and Communication Technology, 2014), with a view of 
attracting businesses from across the globe. Mauritius is succeeding in this endeavor due to its geographical location 
and time zone, which offer opportunities for businesses to carry on their activities while the United States and 
Europe are sleeping. In Mauritius, large organizations have their own online accounts enabling the marketing and 
advertising of their products and services. The SNS are also increasingly being used by many government to connect 
with it communities (Howard, 2012). Furthermore, Mauritius has developed well in terms of access to the internet 
(De St Antoine, 2012), since liberalization of the telecommunication sector in 2003. More and more individuals have 
access to internet access either at home or using internet based technologies such as smart phones, iPhone, tablets 
and fablets either to keep in touch with other people, check out new products or market their products. On the global 
front, many organizations are keeping abreast of the saturation potentials of SNS. For instance, a research survey 
published by eMarketer (2011) illustrated a slowing down in the growth rate of social network based on the 
percentage of internet users. The statistics revealed a decrease in the growth rate of social network users from 21.6% 
in 2009-2010 to only 10% in 2011-2012. By the end of 2013, eMarketer expected it to be around 6.4%. However, in 
Mauritius very little research has been conducted on use of SNS and their saturation potentials. Hence, the aim of 
this study is to assess the factors that affect saturation potentials of social networks such as Facebook, YouTube, 
Skype, Twitter and LinkedIn in Mauritius. 
 
2. Literature Review 
2.1. Web 2.0 and Social Media 
Compared to Web 1.0 which provides a static page and favors one-way communication, Web 2.0 allows for the 
creation and development of websites that encourages the interaction between people and organization using an 
array of social media and subsequently networks (Howard, 2012). Social media gives access to information to 
millions of people at a time regardless of location (Smith & Wollen, 2011). The advantage of using social media is 
that not only it provides people with opportunities to instantly interact with other people and be kept informed about 
what goes on in the world but it also assists organization and people in areas such as customer relations, service and 
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2.2. Social Networks and their Evolution 
2.2.1 Facebook   
Facebook is the platform generally considered to be the leading social network designed to connect users (ELI, 
2006). It allows users to create account profiles to share details, information and pictures with some restrictions. 
With the introduction of new profile designs, chat facilities and other extensions, today Facebook is used for many 
purposes, including political and organizational marketing campaigns, customer feedback, and surveys about 
products. Facebook groups and corporate company pages can be conducive to engagement building (Howard, 2011).  
2.2.2 YouTube  
Although not considered by many users as being a social network and initially conceptualized as an 
entertainment social network in 2005, YouTube paved its way into other domains as many users found YouTube as 
an outlet for creativity to share contents such as film previews, documentaries and for e-learning (ELI, 2006).  Thus, 
YouTube give its users the opportunities to express themselves mostly in visuals and audio mode. ELI (2006) 
believes that YouTube is part of a trend of internet generation students where everyone has a voice and can 
contribute and participate actively. It provides a forum that encourages original artists, creators and advertisers. 
2.2.3 Skype  
Skype is a social network application which fulfills all the tasks listed in Boyd & Ellison’s (2008) definition of 
social network. Skype enables the users to chat and make video calls. Through Skype, one can send photos and 
videos but it is more time consuming as compared to the above listed social networks. By 2011, Skype became 
officially a property of the Microsoft Corporation where it was bought by same for $8.5 billion (Aamoth, 2011).  
Since then, the Microsoft Corporation Skype facilitates connection and interactions.   
2.2.4 Twitter  
ELI (2007) attributes Twitter to be a part blog and part social network. An activity appearing on Twitter is known 
as a tweet which has a restriction of 140 characters. Launched in 2006, Twitter gained much popularity in 2007 
where the prime users were high-tech personalities and celebrities (ELI, 2007). Twitter offers a different way of 
communication and interaction as compared to Facebook, YouTube, Skype and LinkedIn.   
2.2.5 LinkedIn 
Founded and conceptualized by Blue, Hoffman, Vaillant, Ly and Geurite in 2002 (Hassan, 2012), LinkedIn is 
known to be a professional social network. LinkedIn helps its users to find jobs by posting their curriculum vitae 
online to be viewed by corporate officials. LinkedIn experienced a rapid growth from 2004 to 2007 reaching around 
9 million members in 120 different industries. LinkedIn is considered as having revolutionized the aspect of hiring 
and recruitment in organization by bridging the gap between potential employees and corporate recruiters by 
providing an online platform where they can communicate and interact (Golden, 2011). 
2.3. Social Network and the Users 
While having a key part to play in the rise and fall of social networks, the users usually differentiate themselves 
on several factors. Users of different gender, age, race, and ethnic groups connect with each other based on common 
opinions, views and interests. The users tend to select which social network to subscribe to, based upon what they 
want to achieve by doing so as well as which social network best suit their demands and expectations. Usually, the 
social network best fitting the users’ expectations will get the most number of subscribers. In a study carried out by 
The Pew Research Centre (2011), users were categorized into two main categories: gender and age group. 
According to Rainie, Lenhart & Smith (2012), the age group can be further divided into six categories: Teens (12-17 
years old), Millennials (18-34 years old), GenX (35-46), Young Boomers (47-56 years old), Older Boomers (57-65 
years old) and Seniors (above 65 years old). The study revealed that teens and millennials are the most active users 
on social networks. The use of social networks also depends upon the purpose for which a user makes use of social 
networks. The survey carried out by the Pew Research Center also revealed that, alongside with different age 
groups, the level of education of the users also dictates the use of social networks where users at the bachelor’s 
degree and graduate school levels are the most active users on social networks. The relationship between gender and 
social networks cannot be neglected either. Hampton et al. (2011) found that females are the majority users on most 
social networks while males are the majority users on LinkedIn.  
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2.4. Factors dictating the use of social network  
While, age, gender, level of education, demographic difference, ethnic belonging, hobbies and interests are key 
elements dictating the joining and use of social networks, the latter differs from users to users based on their 
expectations dictated by numerous factors. Staying in touch with current friends, family members and connecting 
with old friends are major reasons for using social networks (Benson, Filippaios & Morgan, 2010; Clipson, Wilson 
& Dufrene, 2011). Other users believe that making new friends, reading comments from personalities, sportspersons 
and politicians and finding dating partners are the main reasons for them to use social networks. However, the users 
generally have unending expectations which are in favor of maintaining the life cycle of social networks. Smith 
(2011) claims that the desire to connect with family members, old and new friends, and other acquaintances are the 
leading factors dictating to join and use social network. Users under the age of 50 claim that keeping touch with 
family members, connecting with old friends and meeting new ones is most relevant to them (Smith, 2011). The 
geographical demographic difference of users is also another major aspect driving the use of social networks. The 
Pew Research Center carried out the Global Attitudes Project in 2010 to determine how the global public has 
embraced social networks. The results revealed that the United States, Britain and Poland are the most active social 
network users. Yet, users between the ages of 18 to 29 are the most active ones in all the 22 countries surveyed. As 
discussed, the factors dictating the use of social network are dynamic in diverse ways. While connecting with family 
members are the priority of some, others attach much more significance to online dating. However, each user can be 
differentiated based upon their personal and specific views which are unique to each of them. Whether influenced by 
peer groups or in an attempt to be sociable, each user has their unique perspectives which catalyze their motivations 
of joining and using social networks. 
2.5. Power and Influences of Social Network 
The power of social networking and its influences on the users are very intense in the sense that information can 
be accessed and sent to the global publics instantly giving the users equal access to information, bridging the gap of 
transparency especially in the corporate domain. Although, the positive outcomes of social networking are 
phenomenal, the negative impacts of social networking thus cannot be neglected. The very first critical issue that 
came up is the privacy of the users. The power of social networks has given many positive effects to its users but has 
also intruded in their private lives causing problems at work/schools, issues between family members, physical 
fights and face to face arguments (Rainie et al., 2012). Previously, bullying took place between friends on the 
streets, in a pub and in any real-world setting.  Today, online bullying has become one of the major issues that the 
users have to deal with.  Users are bullied, that is, they are mentally and emotionally tortured. 
The dark side of social network and its power may have positive and negative influences based upon how the 
users make use of them. As already discussed, the positive effects brought by social network have contributed to its 
emergence and popularity while the adversities may contribute to its saturation.  If the users find themselves bullied 
and insecure online, their motivations of using social networks will be adversely affected. This may consequently 
encourage them not to use online platforms.  Eventually, online platforms once deserted will reach their saturation 
points of their life cycles. The factors dictating the use of social networks play a key role in motivating the use of 
online platforms among the internet users.  However, social networks’ power and influences also determine the 
saturation potentials as with more power and influences exerted over the users, the more the users will likely use 
social networks. On the other hand, such influences can also have negative impacts, which in turn may lead to the 
saturation of social networks.   
Social networks can make or break a product, brand or an organization image. In fact, social media provides 
opportunities to organizations to present products to “dynamic communities and individual who may be interested” 
(Roberts & Kraynak, 2008) and at a low cost (Weinberg, 2009). Its ease of use and rapid access can make 
communication of information spread like a virus in no time. Social network as hence used by people to also learn 
and comment about products and services and educate themselves on same to those who are “connected” and have 
an interest in the brands and products that are “hot” or “not” (Xiang & Gretzel, 2010).  In fact, consumer behaviour 
studies have found that most people who have a SN account would be much more predisposed to take into 
consideration what is being said online about a particular product or brand (Huang et al., 2009).  
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3. Research Methodology 
 
An on line survey method was adopted to carry out this study. The questionnaire was divided into three main 
parts where part 1 investigated the reasons why the users engage in social networking activities, the amount of time 
they spend online and how those factors have contributed to the success of Social Networks in Mauritius.  Part 2 
dealt with the relationship between the users and the saturation of Social Networks and identifies the potential cause 
of saturation. Part 3 aimed at gathering the demographic details of respondents. Due to the large proportion of 
internet users in Mauritius, a non-proportional quota sampling has been used. A total of 200 social network users 
took part in the survey. The survey was administered over 5 days, after a pilot test with a 100% response rate paying 
due attention to ethical issues. SPSS version 20.0 was used for data analysis. 
4. Findings and Discussion 
4.1 Factors which encourage the users to engage in social networking  
 
Table 1 depicts the importance that the users attach to several factors when they use social networks. It is clear 
that privacy and security (15.3%), confidentiality of personal information (14.9%), the speed at which the website 
loads (12.2%), accuracy of information provided (11.2%), ease of access (11.4%) and ability to make new friends 
(10.1%) are the prevailing factors for the users. The figures thus indicate that the most important factors turned out 
to be, the accessibility to the internet, staying up to date with current lifestyles, privacy, security, confidentiality and 
accuracy of information, speed at which the website loads and the ability to make new friends. Also a deep 
relationship between the time spend on the internet and the time spend on social networks has been identified 
through a correlation analysis with 10 % significance (Table 2). Such findings make it clear that access to the 
internet has a direct bearing on the usage of social networks in Mauritius. The island’s connection to the submarine 
optical fibre route linking Europe to Asia via South Africa has made it possible to get faster internet connection 
across the island (MICT, 2014). 
Table 1. Cross tabulation on the importance to users attach to factors when using social networks 
 Social Network Use Total 







Ease of access Count 110 18 19 92 73 312 % of Total 4.0% 0.7% 0.7% 3.4% 2.7% 11.4% 
Ability to connect with existing friends Count 88 8 13 72 62 243 % of Total 3.2% 0.3% 0.5% 2.6% 2.3% 8.9% 
Ability to connect with new friends Count 96 11 19 78 71 275 % of Total 3.5% 0.4% 0.7% 2.9% 2.6% 10.1% 
Privacy and Security Count 148 20 25 124 100 417 % of Total 5.4% 0.7% 0.9% 4.6% 3.7% 15.3% 
Accuracy of information on social network Count 104 16 25 88 73 306 % of Total 3.8% 0.6% 0.9% 3.2% 2.7% 11.2% 
Speed at which the website loads Count 118 20 23 94 77 332 % of Total 4.3% 0.7% 0.8% 3.4% 2.8% 12.2% 
Ability to share comments, pictures, videos 
and music 
Count 70 14 12 51 46 193 
% of Total 2.6% 0.5% 0.4% 1.9% 1.7% 7.1% 
Confidentiality of your personal 
information 
Count 148 20 24 118 97 407 
% of Total 5.4% 0.7% 0.9% 4.3% 3.6% 14.9% 
User-Friendliness Count 88 9 18 69 56 240 % of Total 3.2% 0.3% 0.7% 2.5% 2.1% 8.8% 
Total Count 970 136 178 786 655 2725 % of Total 35.6% 5.0% 6.5% 28.8% 24.0% 100.0% 
Table 2. Correlations analysis for time spent on the internet and time spent on social 
networks 
 Time spent on Social 
Networks daily 
       Time spent on the 
Internet daily 
Time spent on Social Networks 
daily 
Pearson Correlation 1 .635** 
Sig. (2-tailed)  .000 
N 200 200 
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Time spent on the Internet daily 
Pearson Correlation .635** 1 
Sig. (2-tailed) .000  
N 200 200 
**. Correlation is significant at the 0.01 level (2-tailed). 
  
4.2   Role of the users in propelling social networks among the leading ones and be unsaturated in Mauritius 
 
The survey revealed that most users utilize social networks mostly to connect with existing friends (28.7%), to 
entertain themselves (24.3%), to get news around the world (21.3%) and to make new friends (17.7%).  However a 
small percentage of 8% utilize social networks for other potential reasons.  Thus it can be deduced that a particular 
user utilizes several social networks for disparate purposes. The figures obtained revealed that Facebook is the 
topmost utilised social network with a majority of 34%, followed by YouTube 29.8%, Skype 25.1%, LinkedIn 5.9% 
and Twitter 4.8% respectively. Hence Facebook in Mauritius represent a great potential for companies to market 
their brands and products (Roberts & Kraynak, 2008; Huang et al., 2009; Xiang & Gretzel, 2010). 
The survey also depicts that the age group of 22-26 years old has the highest majority (30.01%) who uses social 
networks to make new friends as compared to the age group of 18-21 years old (15%).  It was also found that males 
form part of the majority of social networks users to make new friends (28.0%) as compared to females (21.0%), 
contrary to existing literature. Thus, it can be deduced that users between 22-26 years old play a more crucial role in 
propelling social networks in Mauritius, with a higher proportion of females.  This objective confirms the statement 
in the literature review where it was elaborated that users have a major role to play in social networking both in 
terms of age and gender. It was also found that most social networks users are females which are also in line with the 
literature. From the above, organizations can target their markets according to the demographics of the users. 
 
4.3 Factors that can potentially cause saturation of social networks 
 
This study identified the factors that can potentially cause the saturation of social networks.  Factors that have 
been taken into consideration under this analysis are how the users would welcome the introduction of new social 
network, the quality and quantity of features offered by the new ones, privacy issues like hacking and online 
bullying, lack of innovation in social networks and free access agents paid access to social networks. The findings 
indicate that most of the users would positively welcome the introduction of new social networks (50%), followed 
by those who are neutral on this statement (42%) and a small percentage of 1.0% would negatively do so.  15.5% of 
those who positively welcome new social networks agree that such instances could cause the saturation of existing 
social networks. Thus, it can be deduced that those who positively welcome new social networks have the greater 
tendency to move towards new social networks which would eventually cause the saturation of existing ones. The 
survey also indicated that from the 50% of users who would positively welcome new social networks, a majority of 
31.0% agree that they would be tempted to move to new social networks if better quality of features is offered (Table 
3).  For those who are undecided upon how they would welcome new social networks, 16.0% agree that they would 
be tempted to move to new ones due to better quality of features offered while a slight majority of 17.0% is neutral 
upon this decision.  Among those who would negatively welcome new social networks, a majority of 4.0% are 
undecided whether better quality of features is a determinant aspect which would tempt them to move to new ones.  
Hence, it can be deduced that quality of features offered is a major factor that would tempt users to move to new 
social networks and this would potentially cause the saturation of existing social networks. 
Table 3. Cross tabulation upon the tendency to move to new social networks based on quality of features 
 If a newly introduced Social Network gives you the same quantity of options but 
with better quality than existing ones, you would be tempted to move towards the 
new one. 
Total 
Strongly Disagree       Disagree Undecided  Agree    Strongly  
Agree 
How would you 
welcome the 
introduction of new 
Social Networks 
Positively Count 2 4 20 62 12 100 % of Total 1.0% 2.0% 10.0% 31.0% 6.0% 50.0% 
Undecided Count 2 12 34 32 4 84 % of Total 1.0% 6.0% 17.0% 16.0% 2.0% 42.0% 
Negatively Count 0 2 8 2 4 16 
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% of Total 0.0% 1.0% 4.0% 1.0% 2.0% 8.0% 
Total Count 4 18 62 96 20 200 % of Total 2.0% 9.0% 31.0% 48.0% 10.0% 100.0% 
The survey revealed that out of the 50% of users who would positively welcome new social networks, a slight 
majority of 21% are undecided whether they would be tempted to move to new social networks if more features of 
the same quality are offered (Table 4).  However, 20% agree that they would be tempted to do so under such 
circumstances. Among those who are undecided upon how they would welcome new social networks, a majority of 
25.0% are neutral whether gaining more features of the same quality would tempt them to move to new ones. 
Among the 8.0% who would negatively react to the introduction of new social networks, a majority of 3.0% disagree 
that gaining more features of the same quality would tempt them to move to new social networks.  Thus, it can be 
deduced that the quantity of features offered by new social networks is not a crucial factor that would tempt users to 
move to new ones as compared to the quality of features offered. Therefore, the quantity of features offered on new 
social networks is not a determinant factor that could eventually cause the saturation of existing ones as compared to 
the quality of features offered. 
Table 4. Cross tabulation upon the tendency to move to new social networks based on quantity of features 
 If a newly introduced Social Network gives you more or less the same quality of 
options but more in quantity than existing ones, you would be tempted to move 




Disagree Undecided Agree Strongly 
Agree 
How would you 
welcome the 
introduction of new 
Social Networks 
Positively Count 0 12 42 40 6 100 % of Total 0.0% 6.0% 21.0% 20.0% 3.0% 50.0% 
Undecided Count 0 10 50 22 2 84 % of Total 0.0% 5.0% 25.0% 11.0% 1.0% 42.0% 
Negatively Count 2 6 2 2 4 16 % of Total 1.0% 3.0% 1.0% 1.0% 2.0% 8.0% 
Total Count 2 28 94 64 12 200 % of Total 1.0% 14.0% 47.0% 32.0% 6.0% 100.0% 
 
The survey also studied the perception of the users upon the effect of privacy issues like hacking and online 
bullying on their use of social networks. A majority of 45.0% agrees that such issues would discourage them to use 
social networks while 25.0% strongly agrees upon the same statement (Table 5). Thus, it can be deduced that privacy 
issues like hacking and online bullying will have major negative impacts upon the use of social networks which 
would eventually cause their saturation. 
     Table 5.  Perception of the users upon the effect of privacy issues 
      Frequency        Percent      Valid Percent Cumulative Percent 
Valid 
Strongly Disagree 6 3.0 3.0 3.0 
Disagree 34 17.0 17.0 20.0 
Undecided 20 10.0 10.0 30.0 
Agree 90 45.0 45.0 75.0 
Strongly Agree 50 25.0 25.0 100.0 
Total 200 100.0 100.0 
 
The perception of the users upon how the lack of innovation in the features on social networks would impact on 
their use of the latter was also gauged. A majority of 39.0% agree that the lack of innovation would discourage them 
to use social networks. However, a significant proportion of 26.0% disagree that such instances would discourage 
them to use social networks. Hence, it can be deduced that the lack of innovation in the features on social networks 
is not a significant factor that could cause the saturation of the latter but will definitely bring a decrease in the 
number of users. Regarding payment of social networks, the majority of respondents (59.5%) strongly agree that 
turning social networks into payable services would eventually discourage them to use social networks; 22.5% of 
users agreed with this statement. Therefore, turning social networks into payable services would eventually 
discourage users from using social networks, thus eventually causing the saturation of the latter. 
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5. Conclusion 
The Saturation Potentials of social networks is a sensitive and delicate subject matter as it depends hugely on 
dynamic factors such as time, situation, perception of users, quality of features, purposes for which social networks 
are used, accessibility, user-friendliness and so on. Thus, the saturation potentials of social networks are dynamic 
subject matter which warrants further probing. The use of social networks in Mauritius differs from other countries 
due to various reasons. Mauritians socialize in a different way as compared to foreigners and though the purposes of 
using social networks may be similar, each user utilizes them in disparate ways. In Mauritius, we have a very 
familial culture thus many tend to use social networks to socialize with friends, families and siblings who are 
abroad.  Also, most youngsters spend much of their free time on the internet, mostly on social networks. This is due 
to the fact that the Mauritian culture is not a very outgoing one as not everybody gets the permission and freedom to 
roam till late night. Hence, social networking is not only a way for youngsters to entertain themselves but also to be 
in constant touch with the outside world and what is going on around them. In light of the above, the following 
recommendations are proposed. Social networks are now the mainstream communication medium and it depends 
hugely upon the internet.  So, in order to keep pace, improvements could be brought in through bandwidths and 
various Wi-Fi packages could be offered. 
The survey also showed that most of the social network users are youngsters mostly around 22-26 years old. 
Often, these users tend to be university students.  Although ICT is already being taught at a very early stage in 
school, care should be taken that students are sensitized on how to make positive use of social networks. The study 
also revealed that many users attach much importance to privacy, security, confidentiality and accuracy of 
information on social networks. Hence, improvements should be brought about regarding existing privacy and 
security policies. Such measures will definitely improve the current status of social networks thus avoiding 
saturation. 
References 
Boyd, D.M. & Ellison N.B., (2008). Journal of Computer-Mediated Communication. Social Network Sites: Definition, History, and      
Scholarship, 13, 210-218. 
Pew Research Center (2010). Global Attitudes Project. Global Publics Embrace Social Networking, 1-8. 
McCafferty, D. (2011). COMMUNICATIONS OF THE ACM. Brave, New Social World, 54(7), 19-21. 
eMarketer (2012). The Saturation Point in Social Media – what comes next is what’s most interesting, from:  
     http://www.ampmusicmarketing.com/social-media/saturation-point-in-social-media-what-comes-next-is-whats-most-interesting/ [accessed 13  
     September 2012]. 
Falls, J. & Deckens, E. (2012). No Bullshit Social Media: The All-Business, No-Hype Guide to Social Media Marketing. Pearson education. 
Nielsen. (2011). “State of the media: the social media report”, Nielsen Company. Retrieved from  
     http://blog.nielsen.com/nielsenwire/social/[accessed 12 October, 2012] 
Ministry of information and Communication Technology (2014) available at http://www.mict.gov.mu [accessed on 20 March, 2014] 
Howard, A. (2012). Connecting with Communities: How Local Government Is Using Social Media to Engage with Citizens. ANZSOG Institute  
     for Governance at the University of Canberra and Australian Centre of Excellence for Local Government. 
De St Antoine, P. (2012). Le Mauricien: MAURITIANS ON THE MOVE, AMERICAN STYLE: Mauritius IT sector a "success story"  
    http://www.lemauricien.com/article/mauritians-move-american-style-mauritius-it-sector-success-story [accessed on 20 march 2014] 
Smith, N. & Wollan, R. (2011). The Social Media Handbook: Everything You Need to Know to get Social Media Working in Your Business.   
    John Wiley & Sons, Hoboken, New Jersey, USA. 
Golden, M. (2011). Social Media Strategies for Professionals and Their Firms: The Guide to Establishing Credibility and Accelerating      
Relationships. John Wiley and Sons, Hoboken, New Jersey, USA. 
ELI, (2006). ‘EDUCAUSE Learning Initiative’, 7 things you should know about Facebook, 1-2 
Smith, A. (2011). Pew Internet & American Life Project. Why Americans use social media, 1-6. 
ELI, (2007). ‘EDUCAUSE Learning Initiative’, 7 things you should know about Skype, 1-2 
Hasan, I. (2012). A Brief History of LinkedIn, from: http://ibrahimhasan.com/content/brief-history-linkedin [accessed 26 February 2014]  
Rainie, L., Lenhart, A., & Smith, A. (2012). ‘Pew Internet & American Life Project’, the tone of life on social networking sites, 8-10. 
Hampton, N., Rainie, L., Goulet, K.L.S. & Purcell, K. (2011). ‘Pew Internet & American Life Project’, Social networking sites and our lives,7-13 
Benson V, Filippaios, F & Morgan, S. (2010), Online social networks. International Journal of E-Business Management, 40(1), 20-33. 
Clipson, T. W., Wilson, S. A & DuFrene, D.D. (2012). ‘Business Communication Quarterly, SAGE’, The Social Networking Arena: Battle of the 
Sexes, 1-2 
Roberts, R. R., & J. Kraynak. (2008). Walk like a giant, sell like a madman. Hoboken, NJ: Wiley. 
Weinberg, T. (2009). The new community rules: Marketing on the social Web. Sebastopol, CA: O’Reilly Media Inc. 
Xiang, Z. & U. Gretzel. (2010). Role of social media in online travel information search. Tourism Management, 31,179–188. 
Huang, P., Lurie, N.H. & Mitra, S. (2009). Searching for experience on the web: an empirical examination of consumer behaviour for search and  
    experience goods. Journal of Marketing, 73(2), 55–69. 
